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■Abstract
Recently, revenue management has become more common in all types of hotel
due to the rise of OTAs（Online Travel Agents）. Furthermore, due to the spread
of the Internet, reputation（e.g. word of mouth）has begun to exert a big influence
on hotel conversion rate and fee. However, at the present time, it is not clear how
reputation affects revenue management practices in hotels. Therefore, this paper
clarifies the relationship between revenue management practices and reputation
in hotels based on the interview survey.
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